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Abstract 
This thesis seeks to create a strategic business plan for a logistics business. It aims to 
develop the untapped market, created by African immigrants in Scandinavia. 
 
The thesis will examines processes involve is starting a logistics business in Finland and 
Nigeria, and the regulation involved in doing business. 
 
The primary focus of this research will be setting up a business in Finland and Nigeria, with 
the hope of expanding the company to serve people in other Scandinavian countries and 
other African countries in years to come, with the increase in demand for the service.  
 
The main objective of this research is to write a comprehensive business plan at the end of 
the research that will aid in starting the business. The research will try to weigh the de-
mand for logistics services amongst African migrants, and look at ways to develop the 
supply chain and the logistics management using Porter´s Five Forces of Competition and 
Generic Strategies. The implementation of Porter’s theories will help develop the research 
develop a strategic business plan. 
 
Keywords African immigrants, Business plan, Logistics, Scandinavia 
  
 
Table of Contents 
1 Introduction 1 
1.1 The scope 2 
1.2 The objective 2 
1.3 Methodology of the research 3 
1.3.1 Approach 3 
1.3.2 Data needs 3 
1.3.3 Analytic techniques 4 
2 Doing Business in Finland Factors to Consider 4 
2.1 Starting a business in Finland 6 
2.1.1 Types of Businesses 8 
2.1.2 The Business Identity Code (”Y-tunnus”) 9 
2.2 Raising a capital for a business 9 
3 Starting a Business in Nigeria 10 
3.1 Brief Profile of Nigeria’s Economy 11 
3.2 The process of registering a business in Nigeria 12 
3.3 Incentives to doing business in Nigeria 13 
4 Start-up of a third-party logistics company in Finland and Nigeria: factors to 
consider. 14 
4.1 What is a third-party logistics? 14 
4.1.1 Forms of third-party logistics providers 15 
4.1.2 Overall responsibilities of a third-party logistics companies 16 
5 The regulations governing import and export in Finland and Nigeria 17 
5.1 Regulations in Finland 17 
5.2 Regulations in Nigeria 18 
5.3 The use of Incoterms 2010 in Logistics 19 
5.4 Problems and Opportunities for foreigners intending to establish companies 
in Finland and Nigeria 22 
5.4.1 The SWOT analysis 22 
5.4.2 Opportunities in Finland and Nigeria 23 
5.4.3 PESTLE factors to consider 24 
5.5 The risks to consider regarding to intercontinental logistics business 26 
  
5.6 Risk Mitigation Measures 27 
6 Gaining Competitive Advantage using Porter’s Five Forces of Competition model, 
and Generic Strategies 27 
6.1 Porter´s Five Forces of Competition Model 28 
6.2 Using Porter´s Five Forces of Competition in a third-party logistics industry 29 
6.3 Porter´s Generic Strategies 34 
6.4 Using Porter´s Generic Strategies in making Strategic planning of the 
logistics business 38 
7 Gauging the demand for logistics services to Africa in Scandinavia 38 
8 The business model for this company 44 
9 The business plan for the logistics business 53 
10 Recommendation for further research 65 
11 Reliability and Validity of the Research 66 
12 Conclusion 66 
13 Bibliography 68 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
Appendices 
Appendix 1: “Y” form. Start-up notification 
Appendix 2: Form CAC/BN/1. Application form for registration of business name 
Appendix 3: Form for Company’s Memorandum of Association 
Appendix 4: Form for Company’s Article of Association 
Appendix 5: A specimen of a Certificate of Incorporation for a registered company 
Appendix 6: Survey questions for gaining competitive advantage 
Appendix 7: Additional survey responses on how a business can differentiate   
Appendix 8: Survey questions for gauging demand for logistics service for African im-
migrants 
Appendix 9: Additional survey responses on items people like to send and receive from 
Africa 
Appendix 10: Additional survey responses on services expected from a logistics busi-
ness that caters for African immigrants 
 
List of tables  
Table 1: SWOT analysis for foreigner setting up a business 
Table 2: Pestle factors 
Table 3:Porter´s Generic Strategies 
Table 4: Factors that will affect the structure of a business 
Table 5: Our Business Model for the third-party logistics business 
Table 6: SWOT analysis of the business 
Table 7: Cost projection for the business 
Table 8: The marketing plan for a year 
Table 9: Sale forecast table and chart for the year of business 
Table 10: The business cash flow statement 
Table 11: Balance sheet for the business 
 
List of figures 
 
Figure 2.1: Finland’s GDP 2006-2014 
Figure 2.2: Number of business opening by regions in Finland (Statistics Finland. Pub-
lished 23.01.2015) 
  
Figure 2.3: The processes chart of registering a business (Finnish Patent and Registra-
tion Office. PRH. 2015) 
Figure 3.1: Nigeria’s GDP overtook South Africa’s, to become African largest economy 
in 2013. (The Economist 2013) 
Figure 3.2: The chart shows the GDP of Nigeria 2006-2014(tradingeconomics.com 
2015) 
Figure 4.1: Chart of the different kinds of logistics provider. (cerasis.com.2013) 
Figure 4.2: Incoterms 2010 chart 
Figure 5.1: Porter´s Five Forces of Competition Model  
Figure 5.2: The expectation of customers from logistics providers is a competitive price. 
Figure 5.3: Abandonment of service  
Figure 5.4: Customers rating of current status of logistics services 
Figure 5.5: Reponses that there needs to be better logistics services 
Figure 5.6: Customers are willing to pay a higher price if there are core competencies 
Figure 5.7: Customers demand quality service 
Figure 5.8: How to advertise to customers 
Figure 5.9: Partnership between logistics firms 
Figure 6.1: Gender of respondents 
Figure 6.2: Nationality of respondents 
Figure 6.3: Years in country of residence 
Figure 6.4: Country of residence 
Figure 6.5: Respondents who have received items from Africa 
Figure 6.6: Chart of Respondents who have received items from Africa 
Figure 6.7: Respondents who have sent items from Africa 
Figure 6.8: Chart of Respondents who have sent items from Africa 
Figure 6.9: Rating of logistics service in Scandinavia 
Figure 7.1: A business model canvas. 
Figure 7.2: Our distribution channel 
 
 
 
 
 1 | P a g e  
 
1 Introduction 
 
One of the opportunities globalization has created is the free movement of people, 
goods and services across different borders with ease. This has led many to move to 
other countries, for better standard of living, possibilities of employment, and making of 
a good life. This movement is creating new markets and an increase in demand for 
goods and services. While the word globalization could provoke fear in some people, 
there are many positives of globalization, for example the integration of economies and 
people, thereby boosting and enlarging economies to operate at optimum capacity. 
(Holton 2005: 2).The growth in the market as a result of globalization has also help to 
improve the lives of many in the developing world and created diversity in those 
economies and  markets.(globalpolicy.org.2014). 
 
Narrowing down and taking a closer look at the trend of African immigrants living in 
Scandinavia, and generally in the west, it has been noticed that those from such back-
ground, try to maintain close links to their countries and relatives, and in most cultures, 
they need to provide material support for their estates. Immigrants find succour in 
keeping this connection with their country of origin and other ethic centre in the Dias-
pora. (Holton 2005: 14).Examining the desire to keep in touch with their various coun-
tries, to support relatives financially, to send properties, to conduct small businesses of 
import and export, to receive from their countries, local food, clothing, and items they 
cannot be readily found in countries where they now live in, forms the bases for this 
thesis. 
 
African immigrants are creating a market that can indirectly and directly contribute to 
the economy of Scandinavia and African. This thesis seeks to create a business plan 
for a third-party logistics business that could help grow that market created as a result 
of the activities of African immigrants in Scandinavia. These activities make it possible 
to start a logistics company that could send and receive items for Africa immigrants, 
and offer professional support though the rigorous process of getting all necessary 
documentation needed for importing and exporting packages.  
 
This thesis will establish how much demand there is for this kind of service. Secondly, it 
will examine the process of establishing a logistics business in the Scandinavia, with 
primary focus on first starting in Finland and Nigeria, and the possibility of expanding 
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into other African and Scandinavian countries. Thirdly, this thesis will look at regula-
tions that affect logistics companies in these countries, and in conclusion, create a 
business plan for a logistics business. 
 
1.1 The scope 
 
The scope will evaluate the chances of setting up a logistics business in Finland and in 
Nigeria. The goal is to gauge if the demand is sufficient enough to start-up the busi-
ness, and write a strategic business plan. It will consider the steps involved in setting 
up a logistics business in the Finland, and in Nigeria. The author will evaluate tools 
available to an entrepreneur and the regulations by the Finnish and Nigerian govern-
ments. A market survey will measure the level of demand for this service. This thesis 
will be a foundation helping to gain a better understanding of how things work and what 
to do, so that the chances of success is high when the business is established. 
 
1.2 The objective 
 
The main idea behind a research is to gain the answer to a question by following a set 
of scientific procedures. (Kothari 2004: 9).The objective of this thesis is to see how vi-
able setting up a logistic business primarily to serve the needs of African immigrants 
living in Scandinavia, and to write an effective business plan for the third-party logistics 
business. The thesis questions that will be answered are as follows:  
 
 What is the process of starting an intercontinental logistics business in Scandi-
navia and Africa? 
 
 What regulations need to be considered in both Finland and Nigeria, especially 
with regard to intercontinental logistics? 
 
 What are logistics concepts to consider that will give the business competitive 
advantage? 
 
 How can the business plan be structured to fit the needs of African immigrants 
looking send and receive items to and from their home countries? 
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To achieve these objectives and get conclusive answers to these research ques-
tions, there needs to be a thorough examination of the processes of starting a busi-
ness in both Finland and Nigeria. 
 
1.3 Methodology of the research 
 
The pathway to get the objective of a research is considered the methodology. These 
are set of approaches used to gather data, which will be interpreted and answer the 
research question of the thesis (Kothari 2004: 8). The research methodology used will 
try to find answers to the research questions mentioned above. This research will re-
quire collecting and evaluating the surveys. The methodology will use both quantitative 
and qualitative research methods to make meaningful conclusions. The personal ex-
perience of the author will also be considered in making certain assumption, based on 
the fact that his origin is connected closely to the topic. Aspects of the methodology are 
as follows: 
 
1.3.1 Approach 
 
To write a strategic business plan the research design of this thesis will need to be fol-
lowed. The major focus will be on gathering of primary and secondary sources of data 
collection procedure. The survey will use sampling technique to get the true opinion of 
a part of the African population living in Scandinavia. Although, the overall idea is to 
create this business in all the Scandinavian countries, the approach is to first start up in 
Finland, then Nigeria. 
 
1.3.2 Data needs 
 
The primary sources of data will be Finnish and Nigeria business. The responses from 
the survey will then be analyzed using Microsoft Excel to present a fair representation 
of the level of demand. The secondary sources of data include published and un-
published books and journals in the area of supply chain management, logistics and 
entrepreneurship. The internet website of government and government agencies re-
sponsible for business registration and regulations will be a useful source of primary 
and secondary data. 
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1.3.3 Analytic techniques 
 
Simple random sampling would be used to analyze the responses from the section of 
the population of the survey. The first survey will be sent out randomly to African immi-
grants living in the Scandinavia countries, to gauge the level of demand. The second  
survey will be send out randomly to everyone, and will be used to analyses the theories 
used in this thesis The survey questions used in the research is a semi-structured 
questionnaire. This would assist in the collection of general and specific responses 
from sample targets. Targets would be asked brief and simple questions in order to get 
responses within a short period of time.  
 
 
2 Doing Business in Finland Factors to Consider 
 
Finland is renowned for quality and efficiency. These qualities are seen in the system 
and institutions; in schools, businesses, government agencies, etc. The government 
constantly invests in research and development to see ways to get people committed 
to innovation. The country is highly industrialized, with a booming manufacturing sector 
(Tietoakseli. 2015). 
 
 Finland is one of the most developed economies in the world and one of the most in-
novative countries in the world, with a thriving business environment. According to an 
OECD1 report the projection for GDP growth in Finland will be about 1.9% in 2016. 
(OECD. 2014) This means that despite the harsh economic downturn, Finland’s eco-
nomic outlook, remains positive and is growing. The average disposable income for a 
household is about 27000 USD a year and about 70% of working age people is fully 
employed (OECD 2014). 
 
                                               
1
 OECD stands for Organization for Economic Cooperation and Development. It is an interna-
tional economic organization with 34 member countries that seeks to stimulate economic pro-
gress and enhance world trade. 
 5 | P a g e  
 
In 2011, the total number of business enterprises in Finland were about 322,232 and 
about 31,186 more opened up in 2012 (Tietoakseli 2014).There were about 6166 busi-
ness enterprises that opened up in Finland in 2014 alone (Statistic Finland 2015). Even 
though there has been a drop from past years as a result of the economic recession, 
people are still willing to start businesses. The boom in manufacturing has helped to 
sustain the growth in the logistics sector. Figure 2.1 shows the amount of import and 
export that took place in the economy and that account a significant part of the coun-
try’s GDP. 
 
 
 
Figure 2.1: Finland’s GDP 2006-2014 
 
In figure 2.2, it is seen that a good amount of the business enterprises that were set up, 
was in the capital region of Uusimaa, with about 2324 businesses being established, 
while the least was in the region of Åland with about 39 businesses established. 
. 
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Figure 2.2: Number of business opening by regions in Finland. (Source Statistics Finland website) 
 
2.1 Starting a business in Finland 
 
The process of starting a business in Finland is smooth and not bureaucratic. Anyone 
who is resident in Finland can start a business. The process is made really easy to 
follow, even immigrants, with low level skill in Finnish language could venture into start-
ing their own business. The agency responsible for registering businesses in Finland is 
the: Finnish Patent and Registration Office. The office is located in downtown Helsinki. 
They are charged with registering all kinds of businesses, associations, and founda-
tions. The information in their website is found in Finnish, English and Swedish, to 
make it accessible to all. The “Y” form; Start-up notification form2 is used to register a 
business. This form could be picked up from the PRH office or from the tax administra-
tion (Vero 2015). This form applies only to forming a limited liability company or simply 
registering a business name. 
 
                                               
2
 See appendix 1 for sample of the “Y” form. 
The first step in starting a business
On the website of the Finnish Patent and Registration Office: 
“Y”form: Start-up Notification Forms. The form is available in 3 languages, Finnish, 
Swedish, and English. The form could also be used to report to 
a business has started, so that the business could be register
register, prepayment register. The form includes contains sections that the tax author
ties and those that the Finnish Patent and Registration Offic
nesses. 
 
The completed Start-up Notification form could be delivered in person or by mail to the 
office the Finnish Patent and Registration, in Helsinki, Finland, the local register office 
(maistraatti), tax offices in Finland, the o
Transport and the Environment, or it could be sent by mail to the address, which could 
be found on their website. The average time for processing an application is 10 working 
days, and a decision is 
processes of registering a business from the start to the point of opening.
 
 
                                        
3
 The process in this section is mainly for opening of a Private Entrepreneurship business. The 
process could be different for opening other for
 is to identify the kind of business to be established.
www.prh.fi
the Tax authorities that 
ed for VAT, employer 
e uses to register bus
ffice of The Centre for Economic Development, 
given in writing or through a phone call. Figures 2.3 show
 
       
ms of businesses. 
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Figure 2.3: The processes of registering a business (Source Finnish Registration and Patent Office website) 
 
2.1.1 Types of Businesses 
 
There are different forms of business enterprises in Finland, and all could be registered 
through the Finnish Patent and Registration Office in Helsinki or through designated 
agencies, and the tax authorities. The Finnish law also makes provision for a foreign 
company to have a branch in Finland. The forms of business enterprises are: 
 
 Private Entrepreneur (Known is Finnish as Toiminimi). This kind of enterprise 
can also be called a business name registration. It is the simplest kind of busi-
ness start-up in Finland. This kind business is also known as sole proprietorship 
in some countries. 
 
 General Partnership is an alliance between two or more persons coming to-
gether to form a business enterprise. One of the partners could a legal resident 
of a European Union country, while the other could be foreigners. 
 
 
 Limited Partnership: This form of partnership is different from the general part-
nership in that one partner could be an active partner, while the others are silent 
partners. The silent partner could become a partner as a result of contributing 
capital or other asset to the business. The active partner is liable for every as-
pect of the business, while the silent could only be liable up to the point of the 
capital or asset contributed. 
 
 Limited Liability Company: In this kind of business, there are shareholders who 
should hold a minimum of 2500 euro worth of share capital. The liability of the 
shareholders is limited up to the amount of shares that is invested into the busi-
ness, nothing more than that. The two forms of limited liability companies that 
exists are; a private limited liability company; and a public limited company. The 
difference between the two forms of Limited Liability Company is that the pri-
vate one has a minimum share capital of 2500 euro, while the public limited 
company has a minimum share capital of 80000 euro, and the securities of the 
public limited company can be traded publicly. 
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 Co-operative: This form of business could be established by at least three indi-
viduals, and one of them who must be a legal resident. The founders must be-
come members of the co-operative. 
 
The logistics business proposed in this will be registered as a limited liability company 
in Finland and Nigeria. The benefit of being a limited liability company is that the liability 
will be limited in the event of failure, and it will give the business credibility when trying 
to go into partnership with other logistics companies.  
 
2.1.2 The Business Identity Code (”Y-tunnus”) 
 
When approval to start a business is issued, the business is given this business ID by 
the authorities, and is registered into the Finnish Patent and Registration Office’s Busi-
ness Information System, and also the local register office, or the tax office. A business 
ID usually has seven numbers, a dash at the end and a control mark. This Business ID 
is used to show that the business is an entity is qualified to do business transitions in 
Finland and abroad, but is should be noted that it will not show that the business is 
registered. That can only be confirmed on the website: (Yritys-Ja Yhteiötietojärjestelmä. 
www.ytj.fi ) which is a website jointly owned by the Finnish Patent and Registration 
Office and the Tax Authorities. A business ID is usually mentioned on company forms, 
letterheads, when doing transactions with banks or tax authorities. 
2.2 Raising a capital for a business 
 
The concern of every entrepreneur is the issue of capital that will help in establishing a 
business. (Kuratko,Hodgetts 2007: 540).The survival of any business depends on how 
much is invested in the business and how profitable it will be in the long-term. Different 
forms of capital carry different responsibilities. The sources of capital for a business 
can be: 
 
 Owner’s capital or equity: This is money brought in by the owner of the busi-
ness to finance it. It could also come from owner’s savings. 
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 Partnership: The two forms of partnership could be a good form of raising capi-
tal for the business. When capital is pooled together, the chance of the busi-
ness surviving is greater. 
 
 Bank loans. The bank might be willing to finance the business if they consider it 
viable and there is a profitable business idea. Even when as a new business, 
do not have the collateral to put up for the bank loan, there are agencies, like, 
FinnVera (http://www.finnvera.fi/eng/Starting-a-Business/Financial-
planning/The-company-needs-less-than-50-000-euros ) that could stand in as 
surety for the business.   
 
 Venture Capital. A good business plan could be financed through venture capi-
tal; also refer to private equity. They are a valuable source of equity for starting 
or expanding a business. (Kuratko,Hodgetts 2007: 549). This is financial sup-
port given to a business that is not listed on the stock market, i.e. public liability 
companies. In Finland, there is the Finnish Venture Capital Association (FVCA). 
This association was formed in 1990, and currently has 49 members, whose 
goal is to contribute private equity to business at all stages, whether new or 
old.(http://www.fvca.fi/en/fvca) 
 
 Start-up grant: The positive side of starting a business in Finland is that there 
are many government and non-governmental agency looking to support new 
business. The Ministry of Employment and the Economy 
(http://www.yrityssuomi.fi/en/starttiraha) has a comprehensive list places to ap-
ply for start-up grants. 
 
The proposed  logistics business will seek funding from the agencies that offers start-
up funding, owner’s capital and equity, and from the bank.  
3 Starting a Business in Nigeria  
 
This part of the thesis will show what it like in Nigeria and the best way to register a 
business without going through a lot of stress. 
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3.1 Brief Profile of Nigeria’s Economy 
 
Nigeria, which is the most populated country in Africa, is also the largest economy in 
Africa (The Economist. April 2014). Figure 3.1 shows the country’s current GDP at 
about 510 billion dollars, after the rebasing of statistics figures in 2014. The major 
source of revenue for the government is oil and natural gas, and has caused the econ-
omy to grow at a steady 7-8% annually. (CIA fact book 2015). The economy has over-
taken, the economy of South Africa to become the largest economy in Africa, after the 
2014 rebasing.  
 
 
 
Figure 3.1: Nigeria’s GDP overtook South Africa’s, to become African largest economy in 2013. (Source: The Economist. April 2013) 
 
Due to the economic growth of the country, there is a market for goods and services. 
The rise in the middle-class has fuelled the demand for goods and services, especially 
for imported products. There has also been an upward trend in capital importation in 
2014 to about $6 million (National Bureau of Statistics of Nigeria. Nigerian Capital Im-
portation Q3 report. 2014). Figure 3.2 highlights the steady in the country’s GDP from 
2006 to 2014. 
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Figure 3.2a: The chart shows the GDP of Nigeria 2006-2014 
 
 The Corporate Affairs Commission is the body responsible for registering new busi-
ness in Nigeria is the Corporate Affairs Commission.4 The Commission was set up by 
an act of Nigerian National Assembly called the Companies and Allied Matters Act in 
1990, giving the commission the authorities to regulate the establishment of companies 
in Nigeria. The functions of the Corporate Affair Commission are as follows: 
 Register, administer, supervise new and existing businesses 
 Maintain a registry of businesses, their offices in Nigeria and abroad 
 Investigates any company that is not operating in harmony with the laws of the 
country or in agreement with public demand or the shareholders 
 Issues a Certificate of Incorporation to any company that is approved for busi-
ness 
 
3.2 The process of registering a business in Nigeria 
 
When thinking of starting a business in Nigeria, it is good to get familiar with the work-
ings of the Corporate Affairs Commission, so as not to get overwhelmed with the re-
quirements. The service of a Lawyer is recommended when registering a business. 
                                               
4
 The types of business enterprises in Finland is similar to those in Nigeria(See section 2.1.1 for 
more information) 
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This is especially so, if one is not the country’s resident.  It usually takes 1 week to 
process the application for a business name. The registration of any business could be 
done through the commission’s official website (http://new.cac.gov.ng/home/), and the 
steps to follow are listed there on the website: 
 
1. Check that the name of the business is available, and then reserve the name. 
There is a section of the website where the availability of business name could 
be checked. There is a need to register with an email address and a phone 
number to access that the Corporate Affairs Commission-Company Registration 
Portal. The form for business name search could also be picked up from the of-
fice of Corporate Affairs Commission. When the business name is registered, it 
is automatically trademark protected, and no one else could legally do business 
in with the business name. 
 
2. Then the payment of a Stamp Duty to the Board of Inland Revenue5. This proc-
ess serves as an authentication of the form as a legal document. 
 
3. The business has to submit a Memorandum and Articles of Association for the 
Commission to assess6. 
 
4. The final step is to pay the appropriate fees, than the business can start opera-
tions. 
 
The Corporate Affairs Commission is an autonomous body, but there is coordination 
with other government agency, like the tax authorities. It might in this case be neces-
sary to check with a professional to see what other document might be filed in the run-
ning of the business. 
 
3.3 Incentives to doing business in Nigeria 
 
                                               
5
 Stamp Duty is a kind of tax that is charged on a document. This duty is used mainly in com-
monwealth countries. (Investopedia 2015) 
 
6
 See Appendix 4 for a sample and what it should contain). 
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The author finds that establishing logistics business in Nigeria will be profitable, as the 
company income tax rate is pegged at 30%, excepted for oil related business. New 
business could enjoy Pioneer Status7. 
In relation to the logistics business proposed, the incentives for doing business in Nige-
ria is huge in the maritime sector. The country has 870km of coastline, and about 
300km of inland waterways (Investors’ Guide to Nigeria. 2014: 21). These vast water-
ways will give the opportunity to carry out internal logistics services with the country. 
There is also the computerisation of the operations of the port to make it possibility to 
clearing any cargo within 48 hours (Investors’ Guide to Nigeria. 2014: 22). The infra-
structure will help the business plan of the logistics business which aims to gain core 
competency by being fast and cost effective. 
  
 
4 Start-up of a third-party logistics company in Finland and Nigeria: fac-
tors to consider. 
 
Starting a business requires very meticulous planning and consideration of all possible 
scenarios of things that could go wrong. There needs to be serious considerations of 
the risks and evaluation of the long-term profitability. Considering that this business 
plan for this logistics company is looking to be established in two continents, it is really 
important to weigh all the options, risks, and see ways to mitigate or avoid them. Based 
on the needs of the African immigrants in this area of business it is best to consider 
establishing a third-party logistics business (3PL). 
4.1 What is a third-party logistics?  
 
With many form of logistics service providers, it might be confusing placing the different 
kinds of logistics provider8. A third party logistics company provides more than trans-
portation for goods. The third-party form of logistics provider was born out of the need 
that organizations could not efficiently and effectively handle the entire logistics proc-
                                               
7
 Pioneer status is a tax holiday given.(eligible) industries anywhere in the Federation 
and five-year tax holiday in respect of industries located in economically disadvan-
taged local government area of the Federation.(Source: 
http://nipc.gov.ng/?page_id=56) 
8
 For simplicity, whenever logistics is mentioned in this thesis, it refers to third-party logistics 
(3PL). 
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ess on their own; so the need to outsource this process arose (Grant, Lambert, Stock& 
Ellram 2006: 27). This outsourcing of logistics services usually applies to the using of a 
third-party logistics providers warehouses and infrastructures (Grant, Lambert, Stock& 
Ellram 2006: 27). Third-party logistics provider offers logistics services in behalf of an-
other company or individual. The company uses their skills in management of freights, 
storing in a warehouse, and inputting labour to deliver goods from one location to an-
other. This kind of logistics provider also prepares the necessary documents that are 
used in transporting goods from one location to another. In most cases a third-party 
logistics provider do not own the transportation equipment they use, rather they chose 
to partner with some carriers who provides them the necessary equipment for the 
transportation goods (Grant, Lambert, Stock & Ellram 2006: 28). 
 
4.1.1 Forms of third-party logistics providers 
 
 Freight Forwarders: They offer third-party logistics service by consolidating 
small shipments from different shippers to form large shipments, thereby paying 
a lower cost to the carriers. (Grant, Lambert, Stock & Ellram 2006: 208). They 
fall into two categories; international and domestic freight forwarders9. 
 
 Small-package Carriers: These are logistics providers that deliver small pack-
ages that might be time sensitive. There are some notable names like; DHL, 
FedEx, UPS, etc. These carriers could be in the form of Air Express Companies 
or Parcel Post deliverer. (Grant, Lambert, Stock & Ellram 2006: 209). 
 
 Shippers’ Associations: These are non-profit cooperatives consolidates small 
shipments to truckload shipments for those who are their member companies. 
Their operations are usually concentrated on rail or road transport. (Grant, 
Lambert, Stock & Ellram 2006: 208). They have similar operations like the 
freight forwarders. 
 
 Transportation Brokers: They companies that provide logistics services to carri-
ers and shippers by organizing and coordinating the delivering of the goods. 
They carry out just some of the traffic functions in behalf of the shipper or the 
carrier. (Grant, Lambert, Stock & Ellram 2006: 207). 
                                               
9
 The business plan of this thesis is based on the concept of an international freight forwarder. 
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 Intermodal Marketing Companies: This kind of logistics provider is similar to 
shippers’ association, and is also known as shippers’ agent. They offer piggy-
back10 services to shippers. 
 
The functions of these third-party logistics companies might overlap in some cases, but 
it is up to a company to determine the kind of services they will offer to their customer. 
This is the reason why the third-party logistics services that will be offered to African 
immigrants in the Scandinavia will be customize to fit the need of the customer.  
 
4.1.2 Overall responsibilities of a third-party logistics companies  
 
 The management of transport. The goal is to get the fastest and cheapest mode 
of transporting the goods. 
 
 Loading of goods. Third-logistics coordinates the loading of goods onto the ves-
sel of transport. 
 
 Packaging goods. They are responsible for packaging the goods that are trans-
ported to avoid any form of damage that may result. 
 
 Manage the warehouse or storage of goods. 
 
 Documentation. They get the necessary document or inform the customer 
about what document required with the goods; including clear the goods and 
paying the excise duties and tariffs. 
 
Figure 4.1 shows the order of logistics companies in 4 levels. This thesis focuses on 
the activities of a third-party logistics company.  
 
                                               
10
 Piggyback is when a truck or container is put on a rail flatcar and is moved from a terminal to 
another. (Grant, Lambert, Stock & Ellram 2006: 210) 
 Figure 4.1: Chart of the different kinds of logistics provider
 
This research will focus on the formation of a third
ness will be doing transportation management for customers, and will further offer co
sultation to customers. 
5 The regulations governing import and export in Finland and Nigeria
 
 The research is based on is inter
at certain regulations regarding importation and exportation of things to Finland and 
Nigeria. A fact to be noted is that t
in Finland and Nigeria are quite large, 
the regulations in these countries.
check at every point for changes in regulations
 
5.1 Regulations in Finland
 
Taking a look at some of the regulations that is applicable i
custom authority is responsible for implementing any regulations and laws regarding 
imports and exports. It is evident that logistics 
with the custom service, to get the necessary document and
change that goes into place from time to time.
.
 (Source: cerasis.com) 
-party logistics business. The bus
continental business, therefore it is paramount to look 
he regulations regarding importation and exportation 
and there is going to be continuous
 So, with regards to regulations is important to keep 
. 
 
n Finland, we find that the 
companies have to work hand
 keep an update to any 
 There are a few registrations that logi
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tics providers have to undergo, to make them certified operator and recognized by the 
custom authorities. On their website, (http://www.tulli.fi/fi/ ), all the regulations, and 
forms is available. 
 
There are other regulatory bodies, both government and non-governmental agencies 
that set regulations regarding import and export: for good example, the importation of 
animals from outside the EU really regulated, it will therefore be important to consider 
these regulations, before accepting it from a customer. The Finnish Food Safety Au-
thority Evira helps to ensure that good safety regulations are met before any such item 
could be allowed to come into the EU. There is a compulsory veterinary check to en-
sure that the animal is not carrying any kind of disease that might impact the live stocks 
in Finland.  
 
5.2 Regulations in Nigeria 
 
It is also very important to give consideration to the regulations regarding import and 
export in Nigeria. The country is highly regulated about what comes in and goes out. 
The body responsible for these regulations regarding import and export is the customs 
authority in Nigeria. On the website of the Nigerian Customs Service, there is a prohibi-
tion list of both import and export items. 
(https://www.customs.gov.ng/ProhibitionList/import.php) 
 It will be very important for the logistics business to give attention to this list in other to 
avoid running into trouble with the customs authorities.  
It is also to be noted that to operate a logistics business in Nigeria, the business has to 
get an operating licence from the customs, and to take note of the excise and tariffs to 
be paid on importation and exportation. 
 
The other factors to consideration is the importation of food and medical materials, 
which highly regulation, by the National Agency for Food and Drug Administration and 
Control (NAFDAC)11. 
 
                                               
11
 The Nigerian government agency responsible for drug and food regula-
tion(www.nafdac.gov.ng) 
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5.3 The use of Incoterms 2010 in Logistics 
 
The International Chamber of Commerce has set up rules that govern the transaction 
of buyers and seller for the delivery of goods under contracts of sales, in domestic and 
international trades (Incoterms 2010: 121). The Incoterms are referenced in the sales 
contract that is drafted by the buyers and sellers, in most cases with a three-letter trade 
term. Figure 4.2 shows the Incoterms chart as it allocates costs and risks to different 
parties at different stages. It is to be noted that Incoterms does not govern the method 
of payment or the price to be paid, that is between the buyer and seller to determine. If 
conflict arises as a result of that, an arbitration body is setup to resolve such conflict 
and determines who is liable and at what stage. 
 
As logistics business looking to operate in different continents, careful consideration 
needs to be given to these Incoterms, in determining the cost and risk, the business is 
going to carry. There are 11 Incoterms that are used in transporting goods, and the 
Incoterms are divided into 2 categories depending on the mode of transport. 
 
 
 
Figure 4.2: Incoterms 2010 chart (Source :( http://www.e-intrastat.ro) 
 
 The first categories of Incoterms that covers all modes of transport; Air, Sea and Land 
are: 
 
• EX WORKS (EXW). This rule is used in both domestic and international sales 
contract. It covers all mode of transportation. The rule actually implies that the 
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seller has to meet the obligation of the contract when goods are placed at the 
any named place designated by the seller (Incoterms 2010: 131). The seller 
does not have the responsibility to load the goods onto a vehicle collecting the 
goods. It becomes the buyer’s responsibility at that point. The seller does not 
also bear any responsibility for all custom clearance, or loading. The buyer has 
the responsibility to provide all necessary information regarding the goods, in-
cluding taxation, clearance and must provide proof of having received goods at 
delivery point. 
 
• FREE CARRIER (FCA) is when a seller delivers goods to a carrier or a place 
designated by the buyer. It is different from EXWORKS (EXW) in that, the re-
sponsibility of clearing the goods for export, with the cost incurred for this is with 
the seller, but this does not apply to goods for importation. The seller has to 
make available the goods, with the entire commercial invoice in harmony with 
the contract of sales. The buyer has the responsibility to pay the price as stipu-
lated by the contract of sales.(Incoterms 2010: 139) 
 
• CARRIAGE PAID TO (CPT) is when the seller sends the item to the carrier or a 
designated individual, and a seller takes care of the task of contracting and pay-
ing the carriage cost. The responsibility of the seller is fulfilled when the goods 
is handed to the carrier, not when it is delivered at destination. (Incoterms 2010: 
149). The seller has the responsibility of packaging and marking of the goods. It 
is really important to determine where and at what point, cost and risks is 
changing hands when using this rule. 
 
• CARRIAGE AND INSURANCE PAID TO (CIP) The seller will deliver goods to 
the carrier or a designated person or place. The seller has to contract and pay 
the cost of carriage, and also bears the cost of packaging and marking. Addi-
tionally, the seller is to take an insurance to cover the buyer against any risk of 
loss or damage during carriage. The coverage is only a minimum cover, if the 
buyer wants additional cover; it is at his own cost (Incoterms 2010: 157). 
 
• DELIVERED AT TERMINAL (DAT) applies when the seller delivers the goods, 
to point of unloading from the means of transportation. The seller carries all the 
cost of delivering until terminal. The seller also has the responsibility to clear all 
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the goods for export, but this does not apply to goods for import (Incoterms 
2010: 169). 
 
• DELIVERED AT PLACE (DAP) is when a seller has placed the goods at a des-
ignated place of the buyer, where it is ready for unloading. The seller has to 
clear the goods and make it ready for export, but the same does not apply to 
import. The buyer though has to pay all the cost of any pre- shipment inspec-
tions in the country of export (Incoterms 2010: 177). 
 
• DELIVERED DUTY PAID (DDP) is when the seller has the maximum responsi-
bility: delivers, clears for import, export, and pays all the cost of carriage and in-
surance. The seller must be able to obtain import clearance, including paying all 
VAT, and bear all the risks of delivering to the agreed destination.(Incoterms 
2010: 185) 
 
The second section which applies to rules governing transportation by sea and inland 
waterway are: 
 
• FREE ALONGSIDE SHIP (FAS) is used when the mode of transportation is 
inland or waterway. The goods are placed alongside the carrier in the desig-
nated port. All the risks of damage or loss are passed onto the buyer at the port. 
The seller has the responsibility to clear the goods for export. This rule is usu-
ally used for container shipments. The buyer usually has the responsibilities to 
pay all duties and taxes related to the goods, and take care of all pre-shipment 
inspection (Incoterms 2010: 195). 
 
• FREE ON BOARD (FOB) this is different from FREE ALONGSIDE SHIP (FAS) 
in that all risk and responsibilities passes onto the buyer, at the point the goods 
are on the carrier (Incoterms 2010: 203). 
 
• COST AND FREIGHT (CFR) applies when the seller delivers the good to the 
carrier or will procure the goods that is delivered, and the risks and responsibili-
ties then passes to the buyer when the goods are on a vessel. When the seller 
incurs any other cost in relation to cost, it cannot be passed to the buyer. (Inco-
terms 2010: 211).  
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• COST INSURANCE AND FREIGHT (CIF) the seller is to deliver the goods on 
the carrier or collect the good delivered. The freight cost and insurance are the 
seller’s cost and cannot be passed onto the buyer. The seller is also responsi-
ble to all the goods for export, but not for import.(Incoterms 2010: 221) 
 
These Incoterms forms part of the regulations that are applicable in both countries. 
These Incoterms will use it to negotiate the terms clearly, in other to know where re-
sponsibility and cost passes to the business to the seller. The terms will be stated 
clearly in any contract with a carrier of shipping company. In the interest of the pro-
posed business, Nigeria and Finland both recognises the use of Incoterms and the use 
of arbitration when conflict arises. 
 
5.4 Problems and Opportunities for foreigners intending to establish companies in 
Finland and Nigeria 
 
It is important to look at some the problems and opportunities starting a business in 
Finland. The same is true with Nigeria, there are many people starting businesses, and 
the government is encouraging people to start a business. The author will use SWOT 
to analyse this section. 
 
5.4.1 The SWOT analysis 
 
The SWOT analysis tool is a useful of measuring how a business venture will be suc-
cessful or opportunities to make improvements. This analysis is useful when measuring 
all business strengths, to see how that can be maintained, the weaknesses to see 
room for improvement, the opportunities, so as to build on it and the threats, so as to 
counter them. In this SWOT analysis we are going to review, factors that will likely in-
fluence an international business. The SWOT for the business is seen in table 1. 
 
  Table 1: SWOT analysis for foreigner setting up a business 
 
5.4.2 Opportunities in Finland and Nigeria
 
In Finland, there are a few agencies that will assist those l
tyshelsinki. The agency has prepared a 20
Finland. This guide shows tips that are needed in other to run a successful business. 
shows how to write a business plan for the new business
VAT issue. It also has a business dictionary that will help new entrepreneur know ce
STRENGTHS
Strong international network.
Innovative ideas.
International experience. 
Good knowledge of different 
international markets.
Different aspect of weighing things.
Good expertise.
OPPORTUNITIES
Growth potentials.
Possibility to diverse.
Good product development .
Globalization.
Experiment with new culture. 
 
 
ooking to start
-page guide on becoming an Entrepreneur in 
 and how to deal with tax and 
WEAKNESSES
Lack of Capital and Equity.
Lack of trust .
Poor language skills.
Lack of experience in foreign market.
Family responsibilities.
Lack of concise knowledge on processes 
and procedures.
Getting permits.
THREATS
Political factors.
Social and Environmental factors.
Legislative changes.
New entrant into the market.
Counterfeiting .
SWOT
 
23 | P a g e  
 
-up, like Yri-
It 
r-
 24 | P a g e  
 
tain business word that a used locally in Finland It gives an outlook on what it takes to 
be an entrepreneur and is a preliminary guide for new entrepreneurs (Becoming an 
Entrepreneur in Finland 2015: 11). 
 
In Nigeria, there has been a lot of bureaucracy in starting and running a business, but 
in recent times the Ministry of Trade and Investment of Nigeria is incentivising people, 
both foreign and locals to start businesses, because the country has become the larg-
est economy in the Continent. They have created a website (www.trade.gov.ng), which 
has centralized all needed agency for registering and running the business. This web-
site is a single window into trade in Nigeria. There is INVESTORS’ GUIDE TO NIGE-
RIA, published by the Nigerian Investment Promotion Commission. 
 
When considering the SWOT analysis and processes in these countries, it is found that 
the benefits of starting a business are large, but the problems need to be considered as 
well. The PESTLE factors of starting a business in Finland and Nigeria will consider 
these problems. 
 
5.4.3 PESTLE factors to consider 
 
PESTLE analysis is a framework for businesses to check the external macro environ-
ment factors that will influence decision-making in the business (Oxlearn 2015). The 
word is an Acronym for, Political, Economic, Social-cultural, Technological, Legal and 
Environmental (PESTLE). PESTLE analysis is an extension of the SWOT analysis as it 
considers further the threats and opportunities from a macro-environment point of view, 
some of which the company cannot affect (Oxlearn 2015). 
Table 2: Pestle factors  
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Table 2 outlines all the possible scenarios that could affect an international logistics 
business. These factors are to be seriously considered by the proposed logistics busi-
ness to be successful internationally. 
 
5.5 The risks to consider regarding to intercontinental logistics business 
 
A major reason why many have not ventured into this area of intercontinental logistics 
in the Scandinavia is the fact that there are lot factor to consider especially in the area 
of problems, regulations and laws associated with waterway shipment to Africa. The 
volume of trade between Africa and Europe has been low. This has contributed to a 
large extent, to the lack of business development both regions. The other factor is the 
distance from Africa to the far north-eastern corner of Europe, with many obstacles on 
the way. As this thesis is looking to start a business that will serve both regions, atten-
tion needs to be focused on some factors that will primarily affect the business of inter-
continental logistics. 
 
Some of the big risks in the business are: 
 
 Piracy: There has been an increase in maritime piracy in recent times in Gulf of 
Eden, Indian Ocean, Gulf of Guinea, and Somali Basin. This has brought about 
further complications in the shipment of goods, through these routes, especially 
affecting the cost of shipment to that region. Some of the high costs are as a 
result of re-routing vessels to avoid high risk area. This means that the vessels 
might have to travel longer routes, leading to longer delivery time, cost and 
more consumption of gas. This will affect the business model of this start-up, 
looking to be a low cost and fast.  
 
 Cost of Insurance: The piracy and distance will affect the kind and rate of insur-
ance on goods. The cost of insurance to the regions is also on the rise as a re-
sult of the heavier burden of risk that the insurance companies have to bear. In-
surance has to been taken because of the damage that might be incurred as a 
result of transporting to such a long distance. 
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 Damages and compensations: The probability of damages is higher as the 
route is an intercontinental route. There is need to give consideration on how to 
deal with damages and compensation of damaged good to the customer. 
 
 Low technology and innovation in the region: The level of technology in the Afri-
can region is not the same that is obtainable in Europe. The information tech-
nology affects the ability to do an efficient tracking to cargo that is transported to 
this region. 
 
5.6 Risk Mitigation Measures 
 
Risk cannot be eliminated from this kind of business; especially the risks are piracy and 
damages. The business can only alternative options of sending items, and choose the 
least risky option. The partnership with other logistics companies, would afford the op-
portunity to make use of their infrastructure to lower any possible risks. 
6 Gaining Competitive Advantage using Porter’s Five Forces of Compe-
tition model, and Generic Strategies 
 
Every business want to remain profitable and relevant in the long-term, which is why a 
business venture must look for ways to gain competitive advantage over its rivals, in 
other to maintain market leadership. The idea of competitive advantage is providing a 
value chain that could help the business make strategic decisions and differentiation to 
gain an edge over competitors (Porter 2004a: 33). 
 
The logistics business proposed in this research will use the concepts of Porter´s five 
forces model and generic strategies to gain an edge over other third-party logistics 
companies in the industry and differentiate the products and services that are offered, 
to retain prospective customers. 
 
Competitive Advantage is what really determines how a business will perform in a par-
ticular market. (Porter 2004a: 26) The survey will explore areas where Porter´s Five 
Forces of Competition Model and Generic Chain apply. 
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The logistics business for African immigrant has to be attractive to draw customers 
away from traditional logistics companies in the industry. Customers expect more from 
logistics providers. This fact was made clear by the survey for the demand of logistics 
services12. The business has to formulate a competitive strategy to gain competitive 
advantage using this Five Forces of Competition Model. 
 
6.1 Porter´s Five Forces of Competition Model 
 
Porter´s Five Forces of Competition Model is useful in analysing the 5 competitive 
strategies that helpful in maintaining the profitability, strength and weaknesses of a 
firm. (Porter 2004a: 5). As a small business, looking to compete in an industry where 
there are many big players, the competitive strategy to be used is cost leadership, to 
beat the threat of substitute and potential entrants, when the model becomes profitable. 
This strategy will help to grow the market share of the logistics business. 
 
The five competitive strategies helps to determine if a business will earn return on their 
investment. It helps to identify key factors that will help a firm get success and remain 
attractive in the long term. Figure 5.1 is a chart of the five forces, which includes poten-
tial new entrants, power of buyers, threats of substitute products or services, and the 
power of suppliers. These are the five forces that will determine if a business will re-
main profitability with an industry.  
 
The aim as a business is to beat all the competition in the Five Forces of Competition 
theory, which helps the business to be sustainable in the long run. In this industry, if the 
business model is successful, the threat of potential entrant is greater, and the result 
will be cutting in our market share. There is the bargaining of the supplier of logistics 
service will help it determine good pricing system that would ward off potential threats. 
Going further to implement Porter´s Generic Strategies with the Five Forces of Compe-
tition Model will give a business firm grip in the market. 
                                               
12
 See Appendix 7; survey of the demand for logistics services. 
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Figure 5.1: Porter´s Five Forces of Competition Model 
 
6.2 Using Porter´s Five Forces of Competition in a third-party logistics industry 
 
The logistics business has to figure out a strategy that works to keep give it competitive 
advantage. The business could use this theory to strategize how to remain attractive 
and profitable, despite all the external threat it might face. These external forces are 
things the business cannot change, but can prepare to rise above their effects. The 
external threats are all covered in the Porter´s Five Forces of Competition: threat of 
potential entrants, threat of substitution, power of buyers, power of suppliers and rivalry 
amongst existing companies. 
 
 The analysis from the survey of logistics services13 will apply the response to Porter´s 
Five Forces of Competition and Generic Strategy. Figure 5.2 shows, customers expect 
that the price level of logistics services drops from the current level to enable more 
people to use the services. That needs to be the primary target of the business. The 
responses from potential customers fits with Porter’s Five Forces of Competition be-
                                               
13
  See Appendix 6 Survey questions for gaining competitive advantage 
cause buyers have the power to influence what price the business will charge, esp
cially if there is the threat of a substitute
46% of the respondents want to see
tomers happy to use the
 
Figure 5.2: The expectation of customers from logistics providers is a competitive price.
  
When a business fails to yield to the demand of a business about price, it will result in 
abandonment of the business. This is shown in figure 
they have abandoned a business mainly because of price.
                                        
14
 See Appendix 10 in the additional responses section.
Price Quality of 
45,45
What do you wish from a logistics 
 in the market. (Porter 2004a
 the business charge a price that will keep the cu
ir services. 
 
5.3 below, where 55% suggest 
14
 
       
 
Service
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delievery
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27,27
18,18
4,55 4,55
service provider?
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Figure 5.3: Abandonment of service  
 
 The status quo of the logistics industry is not the best
nies are not reaching the optimum customer satisfaction level. This can be seen by the 
responses received in figure 5.4
are 38% who feels that the service provided is
vider of logistics services are not doing
point for any business; that offering good prices for services.
the five forces, this situation will make new entrants or will make th
for substitute services (Porter 2004
Have ever abandoned a service 
, because the logistics comp
 about the current level of the service 
 bad. There is something, which
, and figuring that out will create a unique selling 
 In an industry that applies 
e customers seek 
a: 6). 
Yes
55 %
No
45 %
provider?
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 Figure 5.4: Customer’s rating of current status of logistics services
 
 
Figure 5.5: Reponses that there needs to be better logistics services
 
Very bad 
38,10
How would you rate logistics services 
Do you think there is need for a logistics 
company that send and receive items from 
 
 
bad 
Good 
Very 
Good 
Excellent
14,29 19,05
19,05
9,52
in the Scandinavia?
87,88
9,09
3,03
African at lower cost ?
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0
Yes
No
Not 
Sure
 Looking at figure 5.5 it can be seen that 88% want a logistics business that services 
the African immigrant community in Scandinavia
as described by Porter. If the service provided is too expensive, buyers will not use the 
services. This is why in the business need to place factors 
low cost, in other to charge low prices. Some of the factors to consider will be:
 
• Building good Economies of Scale
• Creating a good brand identity
• Increase volume of transactions
• Getting absolute cost advantage
• Improve quality of service delivery.
 
When the business implements these factors the result 
valry in the industry as shown b
tomer loyalty will make customer stick wit
increases. This is seen in the response in figure 5.6
customers. 
 
 
Figure 5.6: Customers are willing to pay a higher price if there are core competencies
 
 
Would you continue to use the 
service of a logistics company even if 
you have to pay a higher price for it?
. The market is price sensitive market 
that will give the business 
 
¨ 
 
 
 
they will be able to beat all r
y Porter´s Five Forces of Competition,
h the business even when the 
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64 %
No
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Figure 5.7: Customers demand quality service 
 
In summary, fusing Porter
survey, it is important for the business to make a study of the logisti
implement core strategies,
 
6.3 Porter´s Generic Strategies
 
Porter´s Generic Strategies is the concept that competitive 
any strategy, and to get this competitive advantage over other firms, a busi
make certain choices (Porter 2004a
below to include; Cost leadership, Differentiation, Cost focus, Differentiation focus
 
• Cost Leadership can be a very effective strategy a firm can use to maintain 
competitive advantage by trying to offer products or services at low cost to get a 
larger portion of the market. A good way to be a low cost producer is to get raw 
materials at lower cost. When a firm is a cost leader, it positions the firm well in 
the market that is able to ward off any rival in the market
 
How can a logistics provider maintain 
 
´s Five Forces of Competition and the responses from this 
 in other to take a good position in the industry.
 
advantage is at the heart of 
: 11). These choices are captured in the table 9 
. 
23 %
73 %
0 %
0 %
4 %
customers?
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• Differentiation is also a very effective strategy where the firm seeks to be 
unique in the market, thereby being able to offer premium price for their service 
or product. Differentiation could be applied through a number of factors; it might 
be the system of delivery by which the product gets to the customer or the mar-
keting approach, or even physical branding of the product of services. 
 
• Cost Focus is the segmenting of a particular area of the market and serving ex-
clusively that area of the market. The aim of this is to optimize the strategy to be 
able to achieve competitive advantage in this area. The cost focus seeks to get 
cost advantage in the segment of the market, and exploits the differences in 
cost behaviour in some segments (Porter 2004a: 15). 
 
• Differentiation Focus is similar to cost focus, but seeks to differentiate the target 
segment. This focus seeks special needs of the buyers in certain segments 
(Porter 2004a: 14). 
 
Table 3 are categories of 4 generic strategies in a narrow target and broad target, 
and the region they fall, so as to achieve competitive advantage. 
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Table 3:Porter´s Generic Strategies 
 
 The business proposed in this research need to look for ways to apply Porter’s generic 
strategies to remain relevant and withstand the five forces better (Porter 2004a: 6). 
This will be done by being a cost leader in the industry; because it is a price sensitive 
industry, as we have seen from the survey responses. Firms in this industry have to 
choose one option that makes them have a good position in the market. This will de-
pend on how large the business wants to be. The logistics business is
based business; the focus is on keeping 
plying this to the responses in
egy that will put it in a good position. 
seeks to be a cost leader, the focus is getting economies of scale and reaching people 
with the service, at very minimum cost, advertising the services offered through soci
media is a good strategies to help keep 
in figure 5.8, where 55% would prefer to be advertised to by that.
tising cost little or nothing, using it will keep cost down, while reaching more p
 
Figure 5.8: How to advertise to customers
 
Continuing to maintaining low cost and being a cost leader in this industry, it will signif
cant affect the business if a partnership agreement, could be made with othe
the industry. Figure 5.9 
ship in the industry will be more productive, lead to better quality 
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How should logistics services 
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cost very low, so as to charge low prices
 the tables below, we seek ways to follow
 Considering that the logistics business prop
cost down. This corresponds with the response 
 Social media adve
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 Figure 5.9: Partnership between logistics firms
 
Figure 5.9 was developed by Porter to show the gene
use to ward off potential rivals. T
Competition model and Generic Strategies to achieve competitive advantage
plies to the logistics service for African immigrants.
could implement to profitable and maintain attractive
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titions´ reach 
hinders switching 
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not be met by 
competitors 
    
 
Table 4: Factors that will affect the structure of a business (Source: Porter 2004) 
 
Applying both Porter´s theories to the survey on demand for logistics services, will help 
the business stands out and high to maintain competitive advantage, by offering quality 
services at a reasonable price. In the long term customer will require quality service, 
even if they are paying a low cost. Its focus should be on making the customers, loyal 
customers, so that even a higher price because of higher cost, they still hold a good 
part of the market. The business by have the mix of Porter’s Five Forces of Competi-
tion and Generic Strategies, will build core competency as the business develops and 
gain cost advantage as a result of the cost drivers or adopting an efficient way of deliv-
ering the service. 
 
6.4 Using Porter´s Generic Strategies in making Strategic planning of the logistics 
business 
 
A strategic plan is very essential to the success of the proposed business. Many stra-
tegic plans are built on price and cost projections (Porter 2004: 25). So our strategic 
planning will focus on keeping the cost of the business, so as to get low pricing. This 
will give sustainability to the business and keep it profitable. Though, the focus is on 
cost leadership strategy, a mix of differentiation also applies to the business. This is 
because the business is a kind of niche market that focuses on African immigrants as 
customer. That has differentiated the business, as makes it hard for rivalry to imitate. 
 
 
7 Gauging the demand for logistics services to Africa in Scandinavia 
 
For a business to thrive there has to be a continuous demand its product or services. In 
line with the idea of remaining relevant and maintaining competitive advantage, a sur-
vey was conducted to gauge the level of demand for a logistics business, which pro-
vides customized services to African immigrant in the Scandinavia.
research will analyse the responses 
Scandinavia15. These responses will help
customers. 
 
Figure 6.1 shows that a large number of the respondents are male. This shows that a 
large part of our target market will be male. Porter shows that for a company has to 
develop a competitive strategy to gain competitive advantage. The competitive strategy 
should relate to the business environment 
dominated environment; 
on more male customers.
 
Figure 6.1: Gender of respondents 
 
Figure 6.2 shows that a good number
Nigeria. This fact is good as the business looks to start
largest economy is the region.
chal society, so economic
                                        
15
 See Appendix 8: Survey questions for gauging demand for logistics service for African imm
grants 
 This section of the 
from the survey of African immigrants living in the 
 structure the business to fit 
(Porter 2004b: 3). This looks like
the competitive strategies will  be to channel advertisements 
 
 of those willing to uses the services are fro
-up first on Nigeria which is the 
 It is to be noted that the African society is still a Patria
 activities is still dominated by men. The business should 
       
85 %
15 %
Gender
male female
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endeavour to build core competency by channelling their advertising on this group.
(Porter 2004a: 235).  
 
Figure 6.2: Nationality of respondents
 
From figure 6.3 and 6.4,
send and receive things from their home countries
items are averaging 10 years. It could be as a result of having strong conne
home. In line with Porter
cused on getting these groups to use the services.
 
                                        
16
 The survey was sent to equally to both males and 
was from the male respondents; that lead to the conclusion that there are more male custo
ers. 
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 Figure 6.3: Years in country of residence
 
Figure 6.4: Country of residence 
 
 Figure 6.5, 6.6, 6.7, and 6.8
and 61% have sent items. This establishes the fact there is a large market for this kind 
of service. The Tables 
African immigrant community about logistics services provider. So this shows that there 
12 %
No of years in country of residence
10 %
 
 shows that about 52% have received items from African 
show also that there is a general dissatisfaction amongst the 
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exists demand for this kind of logistics service and there will be high level 
African immigrants. 
 
Figure 6.5: Respondents who have received items from Africa
 
 
Figure 6.6: Chart of Respondents who have received items from Africa
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Have you ever Recieved any items to 
 
 
51,52
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any African country?
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No
No Response
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Figure 6.7: Respondents who have sent
 
 
Figure 6.8: Chart of Respondents who have sent items
 
Figure 6.9 shows that, 67% of the respon
sive, while only 3% considers it cheap. 
give it cost leadership (Porter 2004
No Response
Have you ever sent any items to any 
 items from Africa 
 from Africa 
dents say logistics services 
So the entry of a low cost service provider, will 
a:12). 
Yes
61 %
No
27 %
12 %
African country?
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are very expen-
  Figure 6.9: Rating of logistics service in Scandinavia
 
In summary, judging from the responses, and 
Competition Model, it is sure there is a high demand for this kind of service, if, it has a 
moderate price. Seeing from the response in Figure 6.9, that the prices of the services 
offered in the Scandinavia is very expensive; business has to build new capacity in the 
area of fast and cheap delivery
8 The business mode
 
The business model for the proposed business will help to 
ing strategic and innovat
long-term.  
 
Figure 7.1 show a popular business model canvas 
der17. The canvas shows nine block segments a business needs to consider to become 
successful and to remain profitable. 
by any business, and identifying the answers is germane to the success of our bus
ness. 
                                        
17Alexander Osterwalder is
the Business Model Canvas is used by leading organi
0 0,5
How would you rate the current prices of 
logistics service in the Scandinavia?
 
 
 the theory of Porter’s Five Forces of 
 to ward-off  all rivalries( Porter 2004b: 7)
l for this company 
structure the business, ma
ive business decisions. This is a key to being successful in the 
designed by Alexander Osterwa
The questions in each block need to be considered 
       
 the co-author of “Business Model Generation.” He is the creator of 
zations and business start
Very expensive; 
66,67
Very cheap; 3,03
1 1,5 2 2,5
 
44 | P a g e  
 
. 
k-
l-
i-
-up. 
Fair price; 30,30
3 3,5
 45 | P a g e  
 
 
The focus of this section is to use the model of the canvas to create the business 
model that will work for the third-party logistics business. There is a step-by-step analy-
sis of each block that is relevant to the proposed logistics business, and there is at the 
end a customized business model canvas for the business. 
 
 
 
Figure 7.1: A business model canvas. (Source: Harvard Business Review) 
 
1 Key Partners 
Who are our key partners? 
 
The business will seek partnership with big shipping companies that have the infra-
structure to support a small business. They will include Maersk and Schkener, who 
have large infrastructure in the Scandinavia and Africa. We will go into partnership with 
other businesses willing and able to support the business. 
 
Who are our key suppliers? 
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Key suppliers will be big shipping companies like Maersk and Schkener. The business 
will seek allotments from carriers on board their vessels. We will try to sort out suppli-
ers from other companies also as the business needs grows. 
 
What key resources are we acquiring from our partners? 
 
The key resources from partners will be shipping and logistics services, like pick-ups 
and drop off services. Maersk and Schkener are some of the world´s biggest shipping 
companies who can provide such resources. Our partnership will help us reduce the 
cost of shipping, when we do that at quite regular intervals. 
 
What key activities do partners perform? 
 
 Partners are major carriers, which own big carrier vessels. They also own the infra-
structure to support other logistics functions, like warehousing, loading trucks, contain-
ers etc. We are looking to use these infrastructures to help our business, especially in 
the early stages. 
 
2 Key Activities 
 What key activities do our value propositions require? 
 
The key activities are the provision of professional logistics services to customers look-
ing to send and receive items from Africa. These will include the receiving of items of 
any size and handling the paper works with customs and other authorities. Depending 
on the need of the customer, we look to applying the use of Incoterms that will best fit 
the need of the customer. Other activities will include warehousing, pick-up and drop-
offs of items from and to designated locations. 
 
The Distribution Channels 
 
The distribution channels will be the process of getting the items from the customer 
until we deliver them to the final destination or point of drop-off. This will represent the 
whole supply chain management. This is shown in the chart below: 
Figure 7.2: Our distribution channel 
 
The distribution channel is made simple in the start of business to help gain control of 
the market. The table shows it to be re
warehouse or sending to the carrier and then to the port of drop
designated drop-off point.
 
Customer relationships
 
The nature of the logistics business requires that we create a long
with customer. The projection is that some of the customers will want to go into a kind 
of export and import business. We look to enhance the relationship with such custo
ers, giving them incentive to remain loyal customers over time. These 
include discount on services, expediting the shipment of their items and offering credit 
facility to trustworthy customers.
 
Revenue Streams 
 
Revenue is expected mainly from the shipment of items. Extra revenue might come 
from warehousing and re
to customers will also provide some revenue.
 
3 Key Resources  
ceiving items from the customer, storing in the 
-off or at customers 
 
 
-ter
 
-packing of items in behalf of customers. Offering consultation 
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What key resources do our value propositions require? 
 
The key resources required in our value propositions are mainly the expertise in this 
sector of logistics services for African immigrants. The knowledge of the people and the 
market give us a competitive advantage in the market. This serves as a key resource 
for our business because; there is no company that is currently serving the needs of 
African immigrants in the Scandinavia.  
 
Other resources will include the kind of partnership with large shipper companies, and 
the infrastructure we will develop to build the business.  
 
Our Distribution Channels 
 
The distribution channel is still the same as mentioned in the table 22, where our main 
focus will the on maintaining our customers. 
 
Customer relationships 
 
The customer relationship is the same as mentioned above. The customers of the 
business are the key resources in the business, as such, maintaining a long-term 
friendly customer relationship is a key to being profitable in the long-term. 
 
Revenue Streams 
 
Revenue is generated from the customers, and this will come mainly from logistics and 
consulting services to the customers. 
 
4 Value Propositions  
 
What value do we deliver to the customers? 
 
The value we hope to deliver to customers is a kind of customized logistics services to 
and from Africa. This service will be offered to them to meet the special need of send-
ing and receiving items from Africa at low cost. 
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Which one of our customers’ problems are we helping to solve? 
 
Helping our customers’ solve the problem of sending and receiving items from and to 
Africa; a service they require, that is not currently provided for by large logistics organi-
zations. 
 
What bundles of products and services are we offering to each segment? 
 
Customized logistics services to Africa, warehousing and inventory management, and 
consultation services. 
 
Which customer needs are we satisfying? 
 
We are filling the need of receiving and sending items from and to their home countries 
irrespective of the size. It is seen that African immigrants have special needs of being 
close to their home, and we look to fill that gap. 
 
What is the minimum viable product? 
 
Our minimum viable product is offering basic third-party logistics service to customers  
 
5 Customer Relationships 
 
How do we get, keep, and grow customers? 
 
We hope to get customers through directing marketing and advertisements on social 
media platform. We will go to strategic locations where there are large population of 
African immigrants, handing out handbills and placing posters about the services we 
offer. We also look to using social media and a website to connect to and keep our 
customers. We will grow the relationships by frequently sending newsletters on up-
dates and offers to returning customers. 
 
Which customer relationships have we established? 
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We have spoken to few potential customers about the kind of services we are looking 
to start, and they have shown interest in the service. During the survey, those who took 
the survey have responded that they require such service and we hope to maintain 
them as well. 
 
How are they integrated with the rest of our business model? 
 
On inception of the business, they will be briefly and invited to the opening of the busi-
ness, where a presentation of the business model will be deliver to help them see how 
they will benefit from using the services. 
 
How costly are they? 
 
In comparison, to what is currently available, the services we are looking to offer are 
low-cost. We look to using low pricing to attract the customers, and to keep them using 
our services. 
 
6 Channels 
Through which channels do our customer segments want to be reached? 
 
We look to use the business to customer (B2C) model to reach the customers. This will 
be emphasised on our website and social media pages. On the website, we look to 
creating a page, where our services could be ordered and we make arrangement to 
pick-up the items from the point where the customer wants to it. This might incur extra 
charges for this service depending on the customer. We will also use the office as a 
way to receiving orders. 
 
How do other companies reach them now? 
 
Other companies reach their customers using their websites and intranet for distribu-
tors. 
 
Which ones work best? 
 
From the survey analysis, it is seen that social media advertising is preferred by most 
customers. That is an effective way to reach customers. 
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Which ones are most cost-efficient? 
 
The most cost-efficient way to reach customers is through social media. The use of 
social media marketing is almost at no cost and is effective in reaching a lot of people 
in little time. 
 
How are we integrating them with customer routines? 
 
We will do that using the business’ Enterprise Resource Planning tool (ERP). This tool 
will help the returning customer to get familiar to the basic routines we have and oper-
ate with. The customers could over time make direct order for the services offered. 
 
7 Customer Segments 
 
For whom are we creating value? 
 
We are creating for African immigrants living in the Scandinavian countries. There is 
also possibility that some from Africa will benefit in the future. 
 
Who are our most important customers? 
 
African immigrants living in the Scandinavian countries 
 
What are the customer archetypes? 
 
This would be a customer who uses the service, and keeping returning to use the ser-
vices we provide for many years. 
 
8 Cost Structure 
What are the most important costs inherent to our business model? 
 
This will be the cost of setting up a brand that becomes a household name. The cost of 
setting up partnership with other logistics companies, and using their infrastructures.   
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Which key resources are most expensive? 
 
Partnership with the big logistics companies that are already in the industry. 
 
Which key activities are most expensive? 
 
 The most expensive will be the cost of warehousing for customers, depending on how 
long they require the service. 
 
9 Revenue Streams 
 
For what value are our customers really willing to pay? 
 
The logistics services provided to get their items delivered from Scandinavia to Africa 
and back. 
 
For what do they currently pay? 
 
They pay a high price if they require logistics services directly from big logistics com-
panies, and as noticed, this is done when it is absolutely necessary. 
 
What is the revenue model? 
 
Keeping cost down, so as to generate high turnover. We want the customers to also 
return to continue using our services 
 
What are the pricing tactics? 
 
We want to attract and keep customers using low-cost model. 
 
 
The customized business model canvas is drawn in table 23 
Key 
Partners 
Key Activities Value Proposi-
tions 
Customer Re-
lationships 
Customer 
Segments 
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Table 5: Our Business Model for the third-party logistics business 
 
9 The business plan for the logistics business 
 
The surveys have shown that this business is economically viable. This business plan 
is an action plan on how to proceed with establishing the business. A business is not 
able to raise money without a well prepared business plan. The business plan is what 
give life to a business and presents the vision to other. (Kuratko,Hodgetts 2007:353). 
This business plan is also based on the data and analysis collected through survey. It 
tries to present a realistic picture of the business expectations. This document will pro-
vide facts about the proposed business venture; the current position, the expected 
needs, and the projected outcome for the business. (Kuratko,Hodgetts 2007:354) The 
business intends to start as a business name registered with The Finnish Patent and 
Maersk. 
Schkener
. 
 
Customized logistics 
services. 
Warehousing. 
Consulting. 
 
Unique market. 
New brand. 
Low pricing. 
Accessibility.  
 
Long-term  
Dedicated ser-
vice. 
Self-service. 
Niche market. 
Segmented. 
Key Resources Channels 
Website. 
B2C. 
Social media. Unique selling point. 
Partnership. 
Cost Structure Revenue Streams 
Partnership with big logistics companies. 
Warehousing. 
Long-term relationship. 
Personalized services. 
High turnover. 
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Registration Office, and The Cooperate Affairs Commission of Nigeria.18 With the pro-
gress of the business it will become a limited liability company in Finland and Nigeria. 
 
The contents of the business plan and analysis 
 
1 Executive Summary 
 This is a business proposition for establishing a third party logistics business that will 
serve the African immigrants living in the Scandinavian countries. The business will 
primarily supply logistics services to African immigrants that reside in any Scandinavian 
country. The intention is to send and receive items, of all sizes, at low cost. The busi-
ness will first open an office in Helsinki, preferably close to the harbour, to help the 
economies of scale. Another office will be in Nigeria. Both offices will serve as a receiv-
ing point for packages, and all documentation regarding shipment will be done from 
both offices. 
 
The business at this stage is not yet register and is there are still a few strategic devel-
opment that are ongoing, but this business plan is part of the strategic development for 
the business to highlight the key component of the business.  
 
The value proposition being offered includes customized logistics services, inventory 
management, warehousing, transportation management, and consulting services. This 
will include handling all the key elements in logistics management for customers and 
other services required to meet customer satisfaction. 
 
The business looks to start small and expand with time. The marketing strategy is to 
form partnership with large logistics companies and carrier that have the infrastructure 
to support and carry the business, with the mutual benefit to long term business rela-
tionship, and major interest in serving the African immigrant population that are living in 
Scandinavia. 
 
2 Company Overview 
The business has not yet been registered in any of the countries and a business name 
has not been selected yet. That process will be started when this business plan is final-
                                               
18
 All projection and analysis made here are for the start-up in Finland and Nigeria; including 
financial estimation. 
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ized, as it will serve as a guide to following all the due process. The business is in-
tended to start as a sole proprietorship business and later be registered as a limited 
liability company, in Finland and Nigeria. The business will offer integrated logistics 
services including consultation services, and liaising with the customs preparing all the 
necessary documentation that will accompany a package.  
 
• Aims & Objectives 
The main objective of the business, aside from making profit, is to meet the demand for 
Africans living in the Diaspora, sending and receiving items from their home countries. 
We hope to offer quality logistics service that is tailored to the need of African in the 
Scandinavian. The other objective is growth of the business into an internationally 
known brand. We look to diversify the business and grow to a point where the business 
could enter other market. 
 
• Mission Statement 
“Our mission is to connect our client to their root. Being satisfaction to their lives by 
bring their homes closer to them. We want to offer services that will add meaningful 
value to their lives. We deliver quality and timely packages.” 
 
3 Professional Support 
The business will offer consulting services in behalf of the client. Using the knowledge 
of Incoterms to determine what will best fit the customers need. There will also be regu-
lar checking with the various authorities to see what regulation applies to the kind of 
package the customer is looking to deliver. We will do all the export declarations, and 
follow up and problem that will result relating to the package, to see it is delivered in 
good order and on time. 
 
We will offers on demand, pick-up service for the customer, if they will need to certain 
packages for different location. This service might incur extra service cost. 
 
• Operations 
The operations scope will be between all Scandinavian countries. Operations will start 
in Finland and Nigeria, but will expend with time to other African and Scandinavian 
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countries. This depends on the success and strategic implication of the business and 
ideas. 
• Operation Cycle 
The operation cycle will basically follow the timetable of the shipping company and will 
depend to a large extent on the means and price the customer is willing to pay for the 
kind of package 
 
• Payment 
The payment system in Finland will be all valid forms of payment, like cash, bank trans-
fers, credit cards, and bills. In Nigeria, it would be mainly on cash, bank transfer and 
credit system. Depending on the frequency and level of patronage, we might be able to 
offer credit service to some customers. This also depends on the size and quality of 
package that is to be sent. 
 
4 Market Research 
The feasibility survey of the business was carried out to see the response of African to 
this kind of logistics service. A good number of respondent see the need for such ser-
vice. There is a growing need for African to send thing to relative. The respondents 
have a need to send various items of different sizes. Amongst the things mentioned 
are: clothes, electronics, documents, food items, cosmetics etc. 
 
• Client Research 
In market research conducted, a profile of the kind of clients the business target in the 
beginning are those with African origin living and working in Scandinavia. The vision of 
the business is to grow the client base in the coming year to also include international 
client sending things to Africa. This business will conduct further research to see how 
the brand could grow to cover the need of other international clients. As it is a recom-
mendation that businesses starts small, the business will start on a small scale in 
Finland and in Nigeria, and expand coverage with time to other countries. 
 
• Evidence of Customer Demand 
The evidence of customer is seen from the research on the use of logistics services. 
The author of the thesis have also conversed  with African in some Scandinavian coun-
tries to see how they have been able to send items to their various countries, and it 
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was obvious there is a huge problem in this regard. This prompted the research to see 
how their demand could be met.  
5 Competitor Profiling 
Every business has its competition, and for a fact, there are severe big logistics com-
panies delivering to African and the rest of the world at very high price. They include 
companies like, DHL, UPS, FedEx, etc. The profile of these companies is below: 
 
UPS (United Parcel Service 
 
Company´s revenue is $ 33.5bn, with coverage of 99% world’s GDP. They have 
22,500 employees and over 550 warehouses globally. They operate with 1000 tractors, 
and over 2000 trailers. Their logistics services are; air cargo, ocean freight forwarding, 
customs brokerage, warehousing, transportation management, and distribution. 
 
FedEx (FedEx Corp.) 
 
FedEx revenue is $ 22.5bn, with coverage of 99% of the world’s GDP. Operation with 
35 warehouses, 300 tractors, 1000 trailers, and 2000 employees. The company offers 
transportation management, freight forwarding, supply-chain consulting, customs bro-
kerage, warehouse services. 
 
DHL .Deutsche Post World Net  
 
Revenue is about $49.7bn, with Coverage of 99% of World GDP, and 13, 000 employ-
ees. Their services are air cargo services, freight forwarding, supply-chain consulting, 
customs brokerage, transportation management, and warehousing. 
 
Schenker 
 
Schenker’s revenue base is $19.5bn. They cover all the continents except for the Oce-
ania. They have 36,000 employees and 405 warehouses globally. They provide air 
cargo services, freight forwarding, transportation management, customs brokerage, 
distribution, and warehouse services. 
 
• Unique Selling Point 
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The unique selling point of this business is that it centres its market on majorly African 
in the Scandinavian. The business seeks to fill their need to send and receive some 
packages to their home countries, based on their cultural need to be in touch with their 
roots and culture. This unique selling point will help us to channel the business model 
to fit their needs. 
 
6 Sales & Marketing Strategy 
The sales and marketing strategy is a centralized advertising on the African living in 
Scandinavian. The business from Africa will grow based on the recommendation from 
the Africans living in the Scandinavian. The strategy is that operations will start in 
Finland and grow to other countries. For this purpose, all marketing effort will be fo-
cused on getting people to us the services. 
 
7 Pricing Policy 
The model of the business is a lowing cost and fast delivery model. The aim is of offer 
this kind of logistics service at low cost that it will attract customers’ to send even little 
items. The prices will be set mainly using the size and weight of package. The fre-
quency of delivery will also be factored to incentivize customer to use the service more.  
The business looks to maintain a low-cost and low-pricing model. 
 
8 SWOT Analysis 
 The business has to look at some of the factors that can positively or negatively impact 
the business in the short and the long-term. These factors are summarized in the 
SWOT table below. The SWOT analysis will be considered from time to time to see 
changes in the different aspects. 
 
Table 6: SWOT analysis of the business 
STRENGTHS
International network with Scandinavian 
and Africa.
A new ideas that has not been tested in 
Scandinavian.
International experience of major world 
markets in Africa and the Scandinavia.
Good knowledge of different markets.
Different aspect of weighing things.
Good expertise in Africa matter and 
some knowledge of the Scandinavian 
system.
Partnership with large logistics business. 
Uniqueness of this business idea.
Low- pricing regime will strengthen our 
position in the market as a leader.
OPPORTUNITIES
The potentials for rapid growth in this 
sector.
Merger opportunities with companies.
Possibility to diverse to other sectors in 
the future.
Good product development  is possible 
in the market , and even specialize in a 
particular field.
Globalization can open up new market 
for the business.
Experiment with new culture. 
 
WEAKNESSES
Low Capital and dependence on loan in 
the start of the business.
The Scandinavian society does not trust 
foreign products. This can lead to more 
than the usual scrutiny by authorities.
Poor language of all Scandinavian 
languages, might pose a challenge to 
understanding official processes in those 
countries.
Lack of experience in foreign market
Family responsibilities on the part of the 
founder.
Lack of concise knowledge on 
processes and procedures.
Getting permits can be more difficult for 
a foreigner in Scandinavia . 
Fluctuations in the currency market 
could eat into the profit.
THREATS
Political factors can affect the running of 
the business, especially in Africa.
Social and Environmental factors: This 
can be in the form of social instability or 
changes in environmental policies.
Legislative changes in Africa and 
Scandinavia.
New entrant into the market if it 
becomes really profitable.
Counterfeiting  of customers products.
SWOT
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9 Marketing Plan 
The business will reach out to customers using all available social media platform. The 
marketing could be done on the using these platform because does not cost so much 
and is effective in reaching a lot of people. Other marketing would be done using inter-
net and phone directory to reach out. The employees that will be hired in the beginning 
will play a major role in contacting and connecting to potential customers. A major part 
of the marketing will be done using printed pamphlets, that will be posted in strategic 
locations, where African shop and hangout, and handing it to them on the streets. The 
business will evolve more ways of marketing as the business grows. 
 
The website of the business will also serve as a good medium to reach customers. It is 
expected that the website will be a simple, easy to website, that customers will be able 
to navigate, and get the information they need to get good service. We have developed 
a metric as a guideline to our marketing plan. This table is for the first year of business 
marketing plan. 
 
Marketing 
Objective 
Required 
Steps 
Executed 
by whom 
Period of 
Execution 
Metric Cost 
Reach 
10000 
people in 
the first 
month 
Advertise 
through 
website, 
social me-
dia, and 
flyers 
Owners and 
employees 
1 month Possible over-
time by all 
€10000 
Set up a 
website 
Engage the 
service of 
software 
engineers 
Owner and 
software 
engineers 
2 months 
before 
opening 
Seek out a 
good software 
company 
€5000 
Register 
the busi-
ness into a 
directory 
Register the 
business 
and adver-
tise to the 
authorities   
Owner 1 month 
before 
opening 
Seek out the 
relevant au-
thorities 
€3000 
Reach Advertise Owners and 12 months Ongoing ad- €20000 
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500000 
people 
through 
website, 
social me-
dia, and 
flyers 
employees vertisements   
Table 7: The marketing plan for a year 
 
10 Financial Plan 
The financial plan is important because it is a combination of all other financial figures 
to create a guide that will help investors to see the direction the business is going to go 
and the possibilities of getting the margin right. This is also useful to the business as 
the following and reviewing of the financial plan is always ongoing in the course of run-
ning the business. The business financial plan will show a total financial projection for 
the first year of doing business, and will include the start- up costs, sales forecast, cash 
flow statement, break-even analysis, and the assets and liabilities. 
 
• Start Up Costs 
 
The projection for the start-up in Finland and Nigeria is about €150,000 to €250,000. 
The projection is likely to go higher, as the business is established. This projection is 
the cost of 6 months operation of the business. The total cost of start-up is likely to in-
crease over time. 
 
The breakdown of the cost is as follows: 
 
    COST OF START-UP 
   
    ITEM 
  
COST 
Business location rent 
 
€ 20 000 
Furniture and fittings 
 
€ 20 000 
Cars 
  
€ 35 000 
Employee's salary (12 months) 
 
€ 35 000 
Marketing 
  
€ 25 000 
Business registrations and Taxes 
 
€ 20 000 
Accounting/Legal 
 
€ 10 000 
Miscellaneous expenses 
 
€ 20 000 
TOTAL 
  
€ 185 000 
  
  Table 8: Cost projection for the business 
 
• Sales Forecasts
This is one of the most difficult projections to make, as we are unable to say particularly 
what the customer base will be like. 
year, and depending on the success of the business, make 
that 
 
12-months forecasts 
  MONTH SALES FORECAST
January  
Feburary 
March 
April 
May  
June 
June 
July 
August 
September 
October 
November 
December 
 
€ 0
€ 5 000
€ 10 000
€ 15 000
€ 20 000
€ 25 000
€ 30 000
€ 35 000
€ 40 000
€ 45 000
  
  
 
 
The business will make a sales forecast for the first 
further projection base on 
 
€ 15 000 
€ 17 000 
€ 25 000 
€ 30 000 
€ 32 000 
€ 31 000 
€ 30 000 
€ 29 000 
€ 32 000 
€ 35 500 
€ 35 000 
€ 37 000 
€ 40 000 
SALES FORECAST
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Table 9: Sale forecast table and chart for the year of business 
 
The target of the business on sales is to make profit at the end of the business year, 
but even a break-even in the first year of business is acceptable because the business 
recovers the initial cost of investment. The chart project a profitable year for the busi-
ness at the end of the first 12 months. 
 
• Cash-flow Forecasts 
As a starting business, we are not able to draft a cash flow statement, to reflect all the 
activities of the business, especially about the cash inflow to the business, but we are 
able to make projection of the expected cash outflow, based on what we have on hand 
and future transaction. This section of the business plan will draft the cash flow, this will 
serve as a guide we can work with when we are running the business proper and the 
business could make the needed adjustment. 
 
The cash flow statement shows mainly the cash from equity and loans from the bank 
that will be used to establish the business. Other figures on taxes and other expenses 
come from the sales forecast and the cost of the business start-up.  
            
      
      
 
New Third-party Logistics 
   
 
Cash Flow Statement 
   
      
  
For The Year Ending 31.12.2016 
  
  
Cash at the Beginning of the Year €250000 
 
      Operating Activities 
    
      Cash receipt from customers 
  
€ 388 500 
 Cash paid for 
           General expenses 
  
-€ 20 000 
       Salaries 
   
-€ 35 000 
       Business registrations and Taxes 
  
-€ 20 000 
       Accounting /Legal 
  
-€ 10 000 
 Net Cash Flow from Operations 
  
€ 303 500 
 
      Investing Activities 
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Cash receipts for 
           Business location rent 
  
-€ 20 000 
      Furniture and fittings 
  
-€ 20 000 
 
    
-€ 40 000 
 Net Cash Flow  from Investing Activities 
   
      Financing Activities  
    
            Loans 
   
-€ 150 000 
 
      Net Cash Flow from Financing Activities 
 
-€ 150 000 
 
      Net Increase in Cash 
  
€ 113 500 
 
      
 
Table 10: The business cash flow statement 
 
• Assets and Liabilities (Balance Sheet) 
 
The balance sheet will show information on the assets, liability and capital of the busi-
ness at the time of starting the business. It will reflect what the company owns and 
owes to investors. The assets can tangible and intangible goods items in the business. 
Liabilities are the debts of the business. Capital is the owner’s equity. The balance 
sheet at the beginning of this business is shown below: 
 
 
         
    
New Third-party Logistics 
  
    
Balance Sheet as at 31.December 2016 
 
         
 
Current Assets 
      
 
        Cash and cash equivalents 
   
€ 113 500 
 
 
        Trade receivables  
   
€ 348,500 
 
 
        Debtors 
    
€ 5,000 
 
 
Non-Current Assets 
      
 
        Vehicles 
    
€ 35,000 
 
 
         Furniture and fittings 
   
€ 20,000 
 
 
         Buildings 
    
€ 20,000 
 
 
         Equipments 
    
€ 20,000 
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Total Assets 
     
€ 448,500 
         
 
Shareholders' equity and Current Liabilities 
   
 
         Creditors 
    
€ 110,000 
 
 
         Tax payable 
      
 
          Credit cards 
    
€ 15,000 
 
 
Non-Current liabilities 
     
 
         Long term loans 
   
€ 150,000 
 
         
 
Total Liabilities 
     
€ 275,000 
         
 
Owners’ Equity 
      
 
        Capital 
    
€ 150,000 
 
 
        Retained Earnings 
   
€ 23,500 
 
 
        Current Earnings 
     
         
 
Total Owners Equity 
    
€ 173,500 
 
Table 11: Balance sheet for the business  
 
The market for logistics services for African immigrants, have to be structured in a way 
that it will be attractive and the price competitive in other to get good patronage. The 
challenge to the structure is that there is no existing structure to follow. The structure 
can be made and improved on as the business develops. 
 
The structure of the market will try to see factors that will govern the delivering of logis-
tics services as seller of the services and how the buyers of the service will respond to 
the supply of the service. The structure of the business in the beginning will be a Busi-
ness to Consumer (B2C) market, where the business will centre attention on satisfying 
African immigrants looking send and receive things.  
 
10 Recommendation for further research 
 
The current research focuses attention on the start-up of this logistics business in two 
countries, Finland and Nigeria. Further, research would be required, if the business is 
to be extended to other Scandinavian and African countries. In other to continue the 
research, the level of success of the current start-up will need to be measured, and it 
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should serve as a yardstick to measure the expansion of research in the area of study. 
More data needs to be gathered on the processes of structuring a business in those 
countries. 
Further, research could be conducted to see how the brand could be made an interna-
tional brand. 
 
11 Reliability and Validity of the Research 
 
The research will lead to the start-up of a logistics business; as such the information 
has to be accurate and reliable. The analysis of the survey will be helpful in conveying 
the reliability of the research. Surveys will be done to measure the validity of the re-
search. The survey questions used where sent out randomly. The first survey  was 
used to analyse the implementation of competitive advantage, a model by Michael Por-
ter. The second survey was used to gauge the level of demand for this kind of logistics 
services amongst Africa immigrants. When collecting data in Finland from African mi-
grants, it was challenging to measure the result against certain yardstick, because this 
is topic is not so popular in Finland, and incentivizing people to respond, because of 
time constraint and other cultural factors. Overall, the reliability and validity of the re-
search was not negatively affected by these challenges. 
 
12 Conclusion 
 
In conducting this research, the author hopes the business plan and theory exploded 
will serve a model to help any who is looking to venture into this field of business in 
general, especially in emerging African market, where it could be a bit bureaucratic 
starting a business. Business needs to evolve over time, this is why, there needs to be 
thorough implementation of the business plan and the entire model set therein. 
 
Finland and Nigeria are the test grounds for the establishment of this proposed busi-
ness. This successes or mistakes made will be carried forward to the other countries 
that the business looks to establish a ground too. Finland is really a good place to start 
as it has been noted by many research and organisation to be business friendly and 
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provides support for new businesses. Nigeria is also a good start as it is the largest 
economy in Africa, with the largest market is the continent. The government is also 
making a drive to promote the country, as a business friendly place, by incentivize in-
vestors, through tax breaks and trying to provide the enabling environment for the 
business to thrive. Though this research centred on starting a logistics business, the 
models used could be applied to any other form of business.  
 
In this research, it has been highlighted in this research that a business need to seek 
out ways to establish long term attractiveness and profitability by using the models set 
out by Porter. This is really important when one considers that there are always other 
force that has to be dealt with in the business environment, namely; rival companies, 
buyers, supplier and potential entrants. These theories are really centre point to a new 
business and to the continuous success of the business, because as shown in this the-
sis, the business has to create a unique selling point, which will make it stand out from 
the crowd. That unique selling point is reflected in the business plan that was made at 
the conclusion of the research. 
 
 The surveys presented the opportunities to see ways to better deliver a good cus-
tomer-oriented service. It highlight the areas where there is a need to improve the qual-
ity of service and who the customers desire from this kind of business. The survey also 
pointed out the level of demand for kind of logistics services, and why there is a con-
tinuous need for the service. The link was established with the survey that to gain com-
petitive advantage Porter’s value chain theory is paramount to getting and maintaining 
the customer using an attractive price system or offering outstanding quality service 
that will keep the customers. Attention needs to be given to the kind of customer base 
and what is really important to them. This will help to structure a business to fit their 
need, and will resulting in keeping them in the long term. 
 
In conclusion, it is hoped that the business plan, will serve as a basis to starting off this 
business, and improvement will be made as the business grows and expand to other 
markets. The fact remains that no two market is the same, so, there is a need to keep 
creating a unique selling point in every market, the success of the business hinges to 
the ability to keep adapting and applying the lessons learnt from Porter’s theories used 
in this research. 
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Appendix 2:Form CAC/BN/1. Application form for registration of business name 
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Appendix 3:Form for Company’s Memorandum of Association 
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Appendix 4: Form for Company’s Article of Association 
 
 
Appendix  
81  
 
81 | P a g e  
 
 
 
 
Appendix  
82  
 
82 | P a g e  
 
Appendix 5: A specimen of Certificate of Incorporation in Nigeria for a registered 
company 
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Appendix 6: Survey questions for gaining competitive advantage 
 
 
      
Appendix  
84  
 
84 | P a g e  
 
 
 
 
 
Appendix 7:Additional survey responses on how a business can differentiate   
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Appendix 8: Survey questions for gauging demand for logistics service for Afri-
can immigrants 
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Appendix 9: Additional survey responses on items people like to send and re-
ceive from Africa. 
 
 
 
 
 
Appendix 10 : Additional survey responses on services expected from a logistics 
business that caters for African immigrants 
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